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RORY O'ROURKE 
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Selling Strategies 
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A Strategy for the 1990’s 
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RJR Profit Effective Selling 

Industry 

♦ Profitability down 

-Price rollback 

- Continuing mix shift between tiers 

♦ Spending down 

- Merchandising/RDA’s 

- Promotion/Marketing 
-Trade Development support 

Trade 

♦ Volume shift from traditional formats 

♦ “Buying” strategies no longer ensure 
profitability 

♦ Must focus on “selling” strategies and 
Category Management 

- SKU/Inventory Management 

- Pricing (both competitive and price tier) 

-Promotion (traffic and business building) 

♦ Need a long-term strategy for cigarettes 
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RJR Profit Effective Selling 


RJR 

♦ Resources restricted - can’t do everything, 
everywhere 

- Merchandising 

- Promotion 

- Manpower 

- Trade Development/Winners 

♦ Clear 5 year Company focus 

Earnings 


Earnings 
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RJR Profit Effective Selling 


Implications for RJR Field Sales 


♦ Can no longer chase volume/share 
regardless of the cost 

♦ Must redefine winning in the 1990’s in 
broader business terms, focusing on 
profitability ; 

- Docs not mean cut costs and save your way to 
prosperity! 

- Does mean thinking of each dollar as an 
investment As business people, we must make 
trade-offs and place bets (resources) against 
those investment opportunities that promise the 
greatest profitability return for RJR. 


♦ Must leverage RJR’s profitability and 
business expertise with the trade to help solve 
their pressing category management needs: 

-Category Profitability 
- Category Professional 
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RJR Profit Effective Selling 


Profit Effective Selling is a strategic sales 
initiative which will: 


♦ Enable Field Sales to evaluate and invest 
RJR resources at the account level in a 
manner which maximizes both Retailer and 
RJR profitability. 

♦ Position Field Sales as the premier Category 
Profitability Professionals — knowledgeable 
and astute business people who are tough but 
fair and who always maintain their focus on 
win-win 2 profitable results for both parties. 
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The New RJR Profit Effective 
Selling Strategy... 


The Category Professional will be 
required to analyze and make 
recommendations, on an account-bv- 
account basis, to ensure a product / 
promotion/merchandising mix which 
maximizes return and minimizes 
investment for the customer and RJR. 
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Selling Tactics Will Change... 


♦ Current: Selling Industry RDA Monies 
Future: Selling Category Profitability 

♦ Current: Selling “Sales” 

Future: Selling Return on Investment 

♦ Current: Selling Gross Profit Dollars 
Future: Selling Net Profit Dollars 


♦ Current: Selling “Margins” 

Future: Selling “Penny Profit” and Tier 
Management 

♦ Current: Selling Space 

Future: Selling Space and Inventory 
Management 


♦ Current: Selling Additional Distribution 
Future: Selling SKU Management 

♦ Current: Selling Cigarette Category 
Future: Selling Benefit of Cigarette Category 
Relative to All Categories 

♦ Current: Selling to Meet Retailers Needs 
Future: Selling to Meet Retailers, Consumers, 
& RJR Needs 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



The Profit Effective Selling 
Process 



♦ Communicate new strategy and tactics to Field 
Sales 

♦ Employ “Best Practices” for shared learning and 
setting standards 

♦ Provide Field Sales with the appropriate 
information, skills training, and ... 



The Selling Tools required to support their 

role as Category Professional 


















♦ Will evolve to future applications for DM’s 
and SR’s 

Our focus is on business analysis and 
profitable decision-making which 
are the critical elements of the 
Profit Effective Selling process. 
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RJR has the tools necessary to 
meet the category management 
needs of all of our customers 
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RJR Sales PC Applications 


Cigarette Category Management - Selling Tool Definitions 


Analysis 
Category Analysis 
AIM Download 

Space Management 
Space Tech POG 
QkPOG 
OStore POG 
SuperMkt POG 
PackPOG 

Profitability 
Category Profitability 
PennyProfit 

RJR Return 

RJRPro 

Contract Planning 
BreakEven 


! 


{Complete analysis of category Vol. & Share performance & trends 
1 - Breaks Vol, & Share Data by; Jtem/Famlly/Tier/Manufacturer/etc. 
! Creates summary tables & graphs directly from AIM - Cat. Analysis 


i 


- Presentation-quality output from AIM system (Function 185) 


Carton Fixture Plan-o-gram Application (For Chain Accounts) 

- Features automated summaries, mass updates of contract $'s, etc. 
Carton + SpringLoad Fixture Plan-o-gram Application 

- Designed for small chains & independents. Features Graphics 
C-Store Floor /Counter Plan-o-gram Application 

- Features retail display payment spreadsheet, and much more 
SuperMarket Floor Plan-o-gram Application 

• Features store layout / fixture placement options, and more 
SpringLoad Flxutre Plan-o-gram Applicalon 

- Features fixture loading by Item or by Manufacturer 


{Financial analysis of cigarette category, from retailer perspective 
! - Features ability to work multiple "what-if scenarios, and much more 
{Quick calculation of profit impact - based on pricing strategies 
I - Features profit summaries & graphs of various tier pricing 


! 


{Calculates RJR profits from retail accounts - before/after expenses 
1 - Features ability to work multiple "what-if scenarios, and much more 
{worksheets for roll-up of Division / Region contract budget plans 
I - Features ability to plan Chain / Sales Territory spending, and more 
Icalulates return on RJR special chain fixture investment (amortization) 
! - Features forecasting of incremental share needed to recover costs 


Issue: 12/03/93 
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RJR Sales Strategy ~ 

PC Applications 


Situation / Issue 

Selling Tools 

SKU Management 

> Item Selection 

> Inventory Control 

> Tier Profit Management 

AIM / Cat. Analysis 

AIM / Cat. Analysis 

AIM / Cat. Analysis | Cat. Profitability 

Retail Profitability 

> Penny Profit Strategy 

> Competing Vs. Same Trade Class 

> Competing Vs. Other Formats 

> Impact Of RDA Payments 

> Pack/Carton Emphasis 

> Promotion Cost-Sharing 

> Promotion Effictlveness 

> Cigarette Category ACV 

> Store Vs. Store Comparisons 

PennyProfit | Cat. Profitability 

AIM / Cat. Analysis | Cat. Profitability 

AIM / Cat. Analysis | Cat. Profitability 

Cat. Profitability 

Cat. Profitability 

Cat. Profitability 

Cat. Profitability 

AIM / Cat. Analysis | Cat. Profitability 

AIM / Cat. Analysis | Cat. Profitability 

Retail Space Management 

> Correct Fixturing 

> Space Allocation 

> Carton Plan-o-grams 

> Pack Plan-o-grams 

> Store Floor-Plan Plan-o-grams 

AIM / Cat. Analysis 

AIM / Cat. Analysis 

SpaceTech / QkPOG 

QkPOG / PackPOG 

C-Store POG / SuperMkt POG 

RJR Profitability 

> Penny Profit Strategy 

> Impact Of RDA Payments 

> Pack/Carton Emphasis 

> Promotion Cost-Sharing 

> Promotion Effictiveness 

> Store Vs. Store Comparisons 

> Merchandising Pre/Post Effect 

> Promotion Pre/Post Effect 

RJRPro 

RJRPro 

RJRPro 

RJRPro 

AIM / Cat. Analysis | RJRPro 

AIM / Cat. Analysis | RJRPro 

AIM / Cat. Analysis | RJRPro 

AIM / Cat. Analysis | RJRPro 


" Profit Effective Selling * 


Issue: 12/03/93 
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Retail Call Analysis 

Applying “Profit Effective 
Selling” to the Retail Call 
Environment 


Change of selling focus 

Establishing category 
professional role 

Co-Marketing decision based on 
data 

Providing new services in 
category management 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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■ Understanding the changing 
business at store level 

■ Selling/Implementing best RJR 
programs 

■ Applying the concepts of: 

- SKU and space management 

- Net category profitability 

- High return promotion management 

■ Making informed decisions on 
RJR spending/profit impact 


Call Analysis 

The Objective 


r 
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Call Analysis 

The Process 


■ Key Brand sales analysis (collect 
store sales data) 

■ Calculate major brand family and 
price tiers by manufacturer 

■ Evaluate RJR sales against 
competition 

■ Evaluate RJR merchandising and 
promotional programs relative to 
competition 


■ Determine best RJR 
merchandising and promotional 
strategies 



Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Call Analysis 

Implementation 



■ Determine recommendations are 
in line with budget availability 

■ Review/sell recommendations to 
store decision maker 

■ Establish time frames and 
parameters regarding follow 
through and evaluation of 
programs 
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Call Analysis 

The Outcome 

■ Proper Merchandising 

■ Right Brand promotions 

■ Correct category emphasis 

■ Proper Pricing among tiers 

■ Inventory and SKU management 

■ Impactful POS 

■ A Plan for Profitable Volume 
Growth for RJR and the Retailer 
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Call Analysis 

“Road Map” 


r 


■ Collect Information 

■ Interpretation of Information 

■ Store Observation 

■ Develop Action Plans 

■ “Informed” Presentation to 
Decision Maker 

■ Immediate Implementation of 
Action Plans 
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Regional Operations 
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WORKPLAN DEVELOPMENT 


ISSUES 


TARGETING 

PROMOTIONS 


: REGOMMENPAriON S 




DM. CAM. RM: IDENTIFY ACCOUNTS TO RECEIVE SPECIFIC SALES PLANNING TO COORDINATE 
PROMOTIONS REVISIONS TO VAP 


REVISIONS TO VAP 

• SEEK FIELD INPUT 
- SET GUIDELINES 

• UPDATE AS NEEDED 


UTILIZE APPROPRIATE DELIVERY VEHICLES - SET GUIDELINES 

• SALES REPS • UPDATE AS NEEDED 

- ROM/PROMOTION COORDINATOR ADMINISTERS 

DELIVERY OF PROMOTION MATERIALS TO DIVISION TIMING: IN PROGRESS 
WAREHOUSE 

* VAP 

- ROM/PROMOTION COORDINATOR 

ADMINISTERS VAP TO COORDINATE 
DELIVERY OF PROMOTION PRODUCT 
AND MATERIALS TO THE PROPER 
ACCOUNTS 

- HANDLE VAP AS A METHOD OF DELIVERY (NOT AS A 
"PROMOTION INDICATOR") 


NATIONAL PLANNING QUARTERLY WORK PLAN SENT TO FIELD 1ST WEEK OF 
TIMETABLES FEBRUARY, MAY, AUGUST, NOVEMBER... 

• ALLOCATIONS AT ROU: 1ST MONDAY OF EACH MONTH 

• PROVIDE 8-WEEK LEAD TIME 


SALES PLANNING TO FINALIZE AND 
COMMUNICATE WORK PLAN 
TIMETABLES 


TIMING: IN PROGRESS 



WORKPLAN 

COMMUNICATIONS 


COMMUNICATED FROM W-S SIMULTANEOUSLY 
TO RM AND ROU 


ESTABLISH 2-WAY CONTACT LISTING 
FOR VARIOUS INTERNAL DEPARTMENTS 
AND FOR FIELD SALES (SEE 
"COMMUNICATIONS ISSUES") 


TIMING: JANUARY 1994 



Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
























COMPLEXITY OF FIELD SALES 
COMMUNICATION 


ELIMINATE MULTIPLE COMMUNICATION 
METHODOLOGIES 

RATIONALE : NO LONGER APPROPRIATE 

DISTRIBUTION PROCESS: 

CATEGORY A : REGION OPS UNITS ONLY 
ROUTINE INFO 
E-MAIL 

CATEGORY B : FIELD MANAGEMENT 
GENERAL INFO 
E-MAIL, US MAIL 

CATEGORY C : ALL EMPLOYEES 
GENERAL INFO 
E-MAIL, US MAIL 



INTERNAL/EXTERNAL (HOME OFFICE) 
COMMUNICATIONS 


ALL DEPARTMENTS WILL BE DIRECTED TO 
ROUTE CORRESPONDENCE THROUGH 
THE APPROPRIATE REGION OPS UNIT 


TIMING : TO BE COMMUNICATED 

JANUARY 1994 (JOHN OLENICK) 


ROLE AND INTERACTION OF ROM 
AND DIRECTOR OF AREA OPERATIONS 


ROM INTERACTS WITH DAO TO COORDINATE: 

• CHANGES IN WORKPLAN DIRECTION 

• UNPLANNED OPPORTUNITIES 

• RSM APPROVED 

ROM INTERACTS WITH WINSTON-SALEM 
CONTACT 

• UNCLEAR PROGRAM COMMUNICATIONS 

• IMPLEMENTATION/EXECUTION PROBLEMS 
NOTE: DM CHANNELS ALL ABOVE PROBLEMS 
THROUGH ROU 


TIMING: IMMEDIATE 


STSfr Z.^81 S 
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U SYSTEMS 


1 * ISSUE 

RE( OMMENDATION 

i NEXT STEPS/TIMING : 

CAM/DM PRINT REPORT CAPABILITY 

SET UP ALTERNATE PRINT DESTINATION 

FOR ALL CAM/DM LOCATIONS TO 

ACCESS: 

• ALL SIS FIELDS 

• SMS: VIEW CAPABILITY ONLY 

LR (TONY MARSHALL) TO SET-UP 

ALTERNATE PRINT DESTINATION FOR 

ALL CAM/DM LOCATIONS 

TIMING: JANUARY ’94 


(ORDER ACCESS AT ROU ONLY) 



LONG-TERM VISION: CAM’S/D MS WITH 

COMPLETE THE REDEFINITION OF 


LAP-TOP COMPUTERS USING "DIAL-IN" 
TECHNOLOGY TO ACCESS THE 

APPROPRIATE REPORTS 

RSM/CAM/DM ROLE AS MANAGER, 

THEN RE-ENGINEER A FRONT-END 

MENU OF SIS REPORTS THAT ARE 
APPROPRIATE AND NECESSARY TO 
MANAGEMENT 



TIMING: ROLE DEFINITION: MARCH '94 



FRONT END MENU: MID-YEAR’94 
LAP-TOP COMPUTER: MUST BE 
COST JUSTIFIED 

SIS REPORT ENHANCEMENT 
(FYI) 

CAPABILITY TO REQUEST SIS REPORTS 

TIMING: IN PROGRESS - 1ST QUARTER ’94 

BY SPECIFIC EMPLOYEE ACCOUNT #, 

WITH DIRECT MAIL TO EMPLOYEE’S 


HOST PRINT MANAGEMENT 

• COMPRESS PRINT 

• PRINT DESTINATION COMPLEXITY 

SEND HOST PRINT DIRECTLY TO ROU 

TIMING: IN PROGRESS BY IR TO 

SERVER PRINT QUEUE SIMPLIFYING PRINT 
DESTINATIONS AND SOFTWARE 
CONFIGURATION ON ROU WORKSTATIONS 

CORRECT, WITH PILOT SCHEDULED 

LATER IN JANUARY WITH ROLLOUT 
NATIONALLY AS SOON AS READY 




Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
















ISSUES 


RECOMMENDATIONS 


N EX T S TEPS/T1M IN G 



800-741-7745 CURRENTLY IN PLACE FOR 
ROU TO CONTACT IR FOR ASSISTANCE; 
TO BE EXPANDED TO INCLUDE ALL 
APPLICATIONS AND SALES LOCATIONS 



TO FULL-SERVICE HELP 
DESK 


RECOMMEND ESTABLISHMENT OF A 
HELP DESK CONCEPT WHICH PROVIDES 
A DIRECTORY OF HOME OFFICE 
SUPPORT PERSONNEL FOR THE ROU 


IDENTIFY PERSONNEL AND GENERATE 
THE STATED DIRECTORY; SECURE 
APPROPRIATE DEPARTMENT HEAD'S 
APPROVAL, AND PLACE/COMMUNICATE 
DIRECTORY ON-LINE VIA BULLETIN 
BOARD 


TIMING ; 1ST QUARTER 


L ISfr 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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VOICE MAIL: RETAILER 

VOICE MAIL SYSTEM HAS BEEN 

ENSURE FIELD MANAGERS AND SR f S 

ACCESS TO SR’S/DM’S 

UPGRADED WITH A NEW FEATURE 

SCRIPTED FOR RETAILERS: 

1-800-RJR TALK...TIIEN ENTER 
EMPLOYEE ACCOUNT NUMBER 

AWARENESS AND UNDERSTANDING: #'S 
SHOULD BE PROVIDED TO ALL 
"APPROPRIATE” CUSTOMERS ASAP 

TIMING: COMMUNICATION IMMEDIATE 

i 

PART-TIME 

HOURS AND MILES 

SHORTTERM: UTILIZE ANSWERING 

MACHINE METHOD 

• ESTABLISH WEEKLY REPORTING 

• 2 LINES IF NECESSARY 
(PHONE MATE 6000 AND 7900 MODELS 

USE STANDARD CASSETTES) 

LONGTERM: ESTABLISH A "CONNECT” 

TYPE SYSTEM, KEYED BY EMPLOYEE 
ACCOUNT #, WHICH WOULD AUTO-LOAD LRS 
AND PROVIDE ROU A REPORT RECAP FOR 
REVIEW AGAINST DAILY CALL REPORTS 

TIMING: IMMEDIATELY 

CONDUCT COST AND RELIABILITY 
ANALYSIS OF THIS METHOD 

TIMING: IN PROGRESS 

STANDARDIZATION OF FORMS 

ELECTRONIC FORMS SYSTEM PROVIDES 
STANDARDIZED FORMS ON-LINE 

EXPAND INDEX OF STANDARD FORMS TO 
INCLUDE NON-STANDARDIZED 

FORMS WHICH HAVE BEEN DEVELOPED 

FOR USE BY INDIVIDUAL REGION OPS 

CURRENT PRACTICE 

FORWARD NON-STANDARDIZED FORMS TO 
MIKE JUDKINS; A BEST PRACTICES 
CONCEPT WILL BE USED TO ESTABLISH 

THE STANDARD FORMAT FOR PLACEMENT 

8I9fr LVSIS 

i 

UNITS 

■ 

ONLINE 

TIMING: IMMEDIATELY 


I 
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ADMINISTRATION 


I SSI F. 


LRS/SES: 

FOR DM'S AND CAM’S 


RE COM MEND ATIO vS 


SYSTEMS COORDINATOR SHOULD INPUT 
ALL REGION EMPLOYEE INFORMATION: 
LRS AND SES 


next steps/tim ing 


ESTABLISH AS CURRENT PRACTICE 


TIMING: IMMEDIATELY 


TYPED VERSUS HANDWRITTEN 
COMMUNICATION FOR FIELD MANAGERS 


FILES; ACCOUNTABILITY 


PDS TO TESSERACT 




MANAGERS SHOULD LOOK TO 
HANDWRITTEN COMMUNICATION, VOICE 
MAUL, WORK-WITH ,AND BASED ON 
NECESSITY - -TYPED CORRESPONDENCE 
SHOULD BE A LAST RESORT 


• ROU MAINTAINS THE CENTRAL FILES 

• SALES/MARKETING PERSONNEL(W-S) 
MAINTAINS ALL EMPLOYEE 
PERMANENT PERSONNEL FILES 

• FIELD MANAGERS 


- PERSONNEL: MAINTAIN A FILE FOR 
EACH DIRECT REPORT, FOCUSED ON 
PERFORMANCE DOCUMENTS 

- BUSINESS: ACTIONABLE BUSINESS 
FILES (LE., ACCOUNTABLE DIRECT 
AND CHAIN ACCOUNTS) 


COMMUNICATION AND TRAINING FOR ROU/ 
COORDINATORS 


ESTABLISH AS CURRENT PRACTICE 


TIMING: IMMEDIATELY 


CURRENT PRACTICE 



TIMING: JANUARY 1994 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



















MISCELLANEOUS 


w ,,,,,_ 


EMPLOYMENT PRACTICES 

COMMUNICATION PROCESS 

DM: INITIAL CONTACT IS RSM 

DM: THEN PROCEED BY CONTACTING 
APPROPRIATE EMPLOYMENT 

PRACTICE MANAGER 

ROM: NO ACTIVE ROLE 

DIVISION OFFICE NEEDS 
(LE. LEASE EXPIRATION) 

• EXECUTIVE CENTERS FOR DM/ELM... 
WITH ••DETACHED” STORAGE WARE¬ 
HOUSE SUPPORTING SALES REPS 

• REGION LOCATIONS: MAINTAIN DM/ 

ELM OFFICES WITHIN REGION 

COMPLEX 

REGION OPERATIONS MANUAL 
• UPDATE? 

Q AND A: IS UPDATE NECESSARY? 

FOLLOW-UP TRAINING: ROU 

SHORT-TERM: ROM IDENTIFY IMMEDIATE 
NEEDS AND COMMUNICATE TO 

APPROPRIATE WINSTON-SALEM SUPPORT 
GROUP 


LONG-TERM: DEVELOP QUESTIONNAIRE TO 
IDENTIFY STRENGTHS, WEAKNESSES OF THE 
ROU 

START-UP ISSUES 

• NETWORK WITH CO-ROM'S 
(GOUDREAULT, GOODMAN) 

• TRIPS TO OTHER ROU’S 


I NEXT STETS/TtMBNCJ 


TIMING: IMMEDIATE 



COMMUNICATE OFFICE GUIDELINES, LEASE 
SPECIFICATIONS TO FIELD 

TIMING: ASAP 



TIMING: IMMEDIATE 


TIMING: 6 MONTHS 


TIMING: ESTABLISH AS CURRENT PRACTICE 


Z.fr8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


















BEST PRACTICES PROCESS ESTABLISH A POINT PERSON TO TIMING : IMMEDIATE AND ONGOING 

COORDINATE/COMMUNICATE BEST FORWARD BEST PRACTICES 

PRACTICES AND PROCEDURES WHICH RECOMMENDATIONS TO MARK RODGMAN 

STREAMLINE AND/OR ELIMINATE OR STEPHEN MACLEOD, SALES PERSONNEL 

UNNECESSARY WORK 


DO WE HAVE ADEQUATE RESOURCES TO START-UP : UTILIZE PART-TIME LABOR FOR TIMING : IMMEDIATE 

RUNROU? (4 COORDINATORS) SPECIFIC TASKS AS NECESSARY 

LONG TERM : ASSESS WORK-LOAD ISSUES TIMING : € TO 9 MONTHS 

TO DETERMINE IF RESOURCES ARE 

ADEQUATE 


















WORKPLAN DEVELOPMENT 



PROMOTION ALLOCATION 
PROCESS 


ZZSt> Z.f>9TS 


ALLOCATIONS DETERMINED BY: 

• BBU PROGRAM INTENT 

• BUSINESS DEVELOPMENT 
OPPORTUNITY 

• NATIONAL INDICATORS 

• SALES PLANNING WILL COMMUNICATE RATIONALE 
FOR REGION ALLOCATIONS... BY PROMOTION 

• SALES PLANNING TO SIMPLIFY/UPDATE/ 
COMMUNICATE NATIONAL INDICATOR PROCEDURES 

TIMING: IN PROGRESS 

AVP/MARKETENG: JOINT EFFORT ON 
STRATEGIC PROMOTIONAL DIRECTION 

SALES PLANNING. BBU’S. DIRECTORS OF 

* CLEARLY COMMUNICATE ACCOUNTABILITIES AND 
PROCEDURES: EVALUATE AND REVISE AS 

NECESSARY... 

AREA OPERATIONS: ESTABLISH 

REGION ALLOCATIONS 

TIMING: IN PROGRESS 

REGION MANAGERS: UP FRONT 

PLANNING 

• DIVISION MANAGER, CHAIN ACCOUNT 
MANAGER "IN THE PLANNING 

LOOP," BUT NO ADMINISTRATIVE 
DUTIES 

• DM, CAM SELLS ALLOCATION 
(RETAIL, INDIRECT, AND 

DIRECT ACCOUNTS) 


REGION MANAGER/REGION OPS 

"STANDARDIZATION" SHOULD BE THE GOAL FOR 

MANAGER: IMPLEMENTATION 

PROCEDURES 

IMPLEMENTATION PROCEDURES 

REGION OPS MANAGER/PROMOTION 


COORDINATOR: ADMINISTERS 


ALLOCATION PROCESS, START TO FINISH, 
TO INCLUDE COMMUNICATION OF 
IMPLEMENTATION STATUS TO DIVISION 
MANAGEMENT 



Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
















Merchandising/Distributt on 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 





r > 



PROMOTION ACCRUAL PROGRAM 



_ Tobacco Company 

Source: https://www.indusirydocuments.ucsf.edu/docs/jzhyOOOO 
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RJR CO-MARKETING PROMOTION ACCRUAL 


I. PROGRAM DEFINITION 

• Incremental to workplan promotion spending 

• Available to qualified retailers - primarily Convenience/Gas & 
Supermarket 

• Targets RJR full price brands 

• Integrates RJR merchandising and promotional strengths 


RATIONALE: 

- Provides flexibility for maximum marketplace impact 

- Encourages retailer co-funding 

- Offers promotional point-of-difference 

- Responsive to local market needs 

- Ease of execution 


SZSf Uv 8TS 


- 1 - 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 







II. PROGRAM REQUIREMENTS 


• Targeted to Pack Outlets and Carton Outlets 


• Must participate in RJR merchandising programs to qualify 


- Pack Outlets - maintain base elements 

• Full Price Display 

• Savings Display 

• Enhanced Presence/Signage 

- Carton Outlets - maintain key priorities^ 

• Package Merchandising 

• Savings cartons with price signage 

• Full Price cartons with price signage 





• Price point representation, distribution, promotion requirements per 
contracts 


• RJR cannot be placed at competitive disadvantage 

• All of above must be present to qualify for the co-marketing agreement 


9ZS& ^8TS 
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III. PROGRAM ELEMENTS 

• RJR Co-Marketing Accrual Program Fund - Two Parts 

1. Base rate available to qualifying retailers defined as 
"RJR Co-Marketing Promotion Accrual" 

2. Retailer/RJR Match Option 

. Retailer may voluntarily match 50% of dollars accrued each month 
• RJR will equal retail match dollars 

. Net effect of retailer/RJR match is doubling of promotion funds 
. Retailers not required to participate in match option 

• Qualifying retailers to accrue incremental promotional dollars each 
month 

- Based on pre-determined industry volume grid 

- To coincide with RJR merchandising contract volume categories 

- Separate grids for pack and carton outlets (grids attached) 


- 3 - 
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III. PROGRAM ELEMENTS (cont.) 

• Accrual Administration 

- All promotions must be pre-approved by RJR rep 

- Promotion planning starts immediately — promotion available 
April 1 - June 30 

- Funds are earned by month -- executed by quarter -- reimbursement 
paid upon completion of promotion 

_ Quarter I _ 

Accrual Period Quarter II 

-> Promotion Period Quarter III 

-> Payment After 

Promotion 
-> 


- Accrual funds must be used within the following quarter 

- Unspent dollars will not carry over to a second quarter 

- 4th Quarter funds will be used in the 1st Quarter of the following 
year 


SZSV ^8TS 
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III. PROGRAM ELEMENTS (cont.) 


• Retailer Sell-In 

- Target universe (44M pack outlets; 16M carton outlets) 

- Begin planning in advance 

- Retailer ownership is important 

- Emphasis on co-marketing with retailer 

- Maximize retailer involvement - minimize RJR Sales time 

• Promotion Examples 

- Buydowns 

- Multi-pack offers 

- Coffee, beverage, gas, sandwich offers 

- Other special retailer specific offers 

• Support Materials 

- POS should have local emphasis 

- Utilize standard/generic POS 

- Encourage retailer generated POS and other communication support 
for program 

- Promotions should be turn-key 


Lb 8is 
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CO-MARKETING PROMOTION ACCRUAL EXAMPLES 


Retailer A - Convenience Store 

Average Industry Volume = 165 cartons/week 
Participates in RJR Merchandising Base Plan 
Does not want to participate in Retailer/RJR Match option 

Co-Marketing Promotion Accrual = $46/month 


Retailer B - Convenience Store 

Average Industry Volume = 210 cartons/week 
Participates in RJR Merchandising Base Plan 

Co-Marketing Promotion Accrual = 
Retailer Match = 

(funded by retailer) 

RJR Match = 

Total Accrual = 


$60/month 

$30/month 

$30/month 
$120/month 


Retailer C - Convenience Store 

Average Industry Volume =135 cartons/week 

Participates in RJR Merchandising Component Plan (Full Price Display only) 


Retailer is ineligible for Co-Marketing Promotion Accrual 

Does not possess basic Merchandising requirements of Full Price Display, Savings 
Display, Enhanced Presence/Signage 
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IV. PROMOTION GUIDELINES 


• Co-marketing dollars are designed to supplement national workplan: 

- React to local needs 

- Take advantage of retailer specific opportunities 

- Provide competitive advantage (i.e., guerrilla-type activity) 


• Promotions support full price brands only: 

- Brand priorities - CAMEL and WINSTON SELECT 

- Take advantage of other local brand opportunities (Base WINSTON, 
SALEM, VANTAGE) 


• Promotion concepts should be simple, proven programs: 

- Take advantage of account-specific learning 

- Emphasis on ease of implementation 

- Clear communication of offer to consumers 

- Retailer executed 


-7- 
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IV. PROMOTION GUIDELINES (cont.) 


• Apply principles of RJR promotion learning: 

- Target to retail account and smokers 

- Use profitability guidelines on offers 

- Timing should maximize value to RJR brands 

- Maximize impact and variety of offers 

- Promotions should be flighted 


• Maximize retailer benefit: 

- Maintain flexibility 

- Consider retailer profitability and retailer objectives - especially on 
matching funds (i.e., traffic building programs, related item tie-in) 

- Take advantage of retailer support 

- Plan a single co-marketing event - sequenced with other workplan 
activity 


SCSfr 4&8TS 
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Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




IV. PROMOTION GUIDELINES (cont.) 

• Promotion incentive value may vary: 

- Up to $4 per carton WINSTON SELECT, CAMEL investment offers 
(RJR dollars) 

- $2-$2.50 other brands - volume support (RJR dollars) 

- Depends on retailer — brand opportunity 

- Develop joint objectives with retailer 


• Target retail accounts: 

- High volume pack outlets 

- Pack oriented carton outlets 

- Use account specific marketing analysis 

- Confirm target with Region Manager 
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V. SYSTEMS SUPPORT - (full details communicated at later date) 


• Contracts available to the field ASAP 

- Field to enter in S.I.S. 

- Retailer Match to be negotiated with account 

• Temporary Payment System Interface 

- Field will debit Co-Mktg Fund via Draft or Voucher 

- Payment via Handheld Computer or Office PC 

- Accrual Statement available for budgetary tracking 

• No non-compliance reporting 


4f-8TS 
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VI. PROGRAM CONTACTS 


• Primary Contact - Region Operations Manager 
(Co-marketing and promotion related questions) 


• Utilize Merchandising Hot Line: 1-800-852-8015 ext. 0457 
(Merchandising Questions Only) 


£f.8TS 
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VII. SUMMARY 


The RJR co-marketing accrual is unique: 

Flexibility 

Simplicity 

Retailer match and RJR match features 
Supplements other RJR full price promotions 
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CO-MARKETING VOLUME/ACCRUAL GRIDS 


Pack Outlets - Per Month 


Average 

Industry 

Volume 

RJR 

Co-Mktg 

Accrual 

Retailer 

Match 

RJR Match 

Maximum 

Promotion 

Accrual 

76-99 

$24 

$12 

$12 

$48 

100-149 

$34 

$17 

$17 

$68 

160-199 

$46 

$23 

$23 

$92 

200-249 

$60 

$30 

$30 

$120 

260+ 

$78 

$39 

$39 

$156 


t 
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CO-MARKETING VOLUMBACCRUAL GRIDS 


Carton Outlets 

- Per Month 




Average 

RJR 



Maximum 

Industry 

Co-Mktg 

Retailer 


Promotion 

Volume 

Accrual 

Match 

RJR Match 

Accrual 

225-299 

$36 

$18 

$18 

$72 

300-499 

$56 

$28 

$28 

$112 

500+ 

$84 

$42 

$42 

$168 
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Co-Marketing Promotion Accrual 
Q & A 


Q. Can adjustments be made to volume levels during the program ? 

A. Adjustments cannot be made during a quarter - only at end of a 
quarterly period for the following quarter. 


Q. Are there exceptions to carryover of accrual funds ? 
A. No. There is no carryover of accrual funds. 


Q. What happens to co-marketing promotion accrual funds not utilized bv 
retailer ? 

A. Unused funds revert back to RJR at the end of the quarterly promotion 
cycle. 


Q. Will retailers be charged for POS costs in addition to promotion costs 
associated with a promotion event ? 

A. No. At this time, RJR POS costs are not included as part of the 

promotion accrual cost. Special RJR POS could be charged at a later 
date. 


Q. Can I use co-marketing funds to promote savings brands ? 

A. No. Co-marketing funds should be targeted to RJR full price brands, 
specifically full price styles that offer us opportunities for trial and 
conversion as well as franchise retention. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Q. How do 1 keep track of the co-marketing promotion accrual and what I 
have spent against it throughout the year ? 

A. An accrual statement is currently under development that will track 
your accrual for you. The statement will reside in the Temporary 
Payment System and will debit the fund each time a draft or voucher is 
charged against the payment screen for a particular account. You will 
be able to request this statement based on Sales Level, Chain ID, or 
SIS number depending on the level of information you require. 


Q. How will I pay for a promotion after it is completed at retail ? 

A. You will pay with either a draft or a voucher in the same manner you 
currently pay for a temporary display. Handheld screens and office 
PC screens will be available in the Temporary Payment System in 
order for you to affect retail payments. 


Q. How can I insure the retailer does his part in executing a co-marketing 
promotion ? 

A. It is critical that both RJR and the retailer understand their respective 
roles in executing a co-marketing promotion at retail. It is for this 
reason that we are developing a Retailer Agreement Form that should 
be completed and signed by both parties prior to running the 
promotion. 


Q. How does a retailer reimburse RJR if he agrees to the Retailer Match 
option ? 

A. Field Sales negotiates the retailer match with the retailer. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Q. What types of promotions can I implement with the co-marketing 
program ? 

A. Individual promotional programs will be determined in the field based 
on your account knowledge and retail input. In initial stages, it may be 
most favorable to keep the promotion as simple as possible. 


Q. What happens to co-marketing funds accrued during 4th Quarter 
1994? 


A. These funds will be available for use during 1 st Quarter 1995. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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DISTRIBUTION SYSTEM 
& 

RJR's SALES/MARKETING GOALS 


BACKGROUND 


ZVSP 


1980 s 


- More distributors - about 1450 tob./candy 

- Worked closer, more knowledge 

- Fewer brands 

- Modestly profitable 
~ More Industry volume 


2000 


400-600 customers 

75% volume from 25-30 accounts 



r 

._1994_ 

~ Consolidation accelerating -1000 tob./candy 
- Survivors - larger companies - more sophisticated 
~ Less profitability - volume 


__ 1990's _ 

- RJR more focused - retail 
~ Consolidation begins 
~ Profitability declines 
~ Costs increase - brands explode/ 
private labels 





Source: https://www.industrydocuments.ucsf.edu/docs/jzhy0000 




ENVIRONMENTAL/MARKET FACTORS 


- Demand (volume) 

- Taxes - FET/state 

- Regulatory restrictions 

- Banking pressures 

- Fair trade 


MANUFACTURER 

RESPONSES 

- Product proliferation 

- Saving segment 

- Pricing (+/-) _ 

- Terms 

-Trade programs 

- Allocations 


DISTRIBUTOR RESPONSES 

- Product breadth 

- Acquisition (scale) 

- Restructuring 

- Technology 

- Pricing 

- Forward buying 



COMPETITIVE MARKET FACTOR 

- Line breadth 

- Services 

- Pricing 


RETAIL FACTOR 

- Warehouse Clubs 

- Extended payables 

- Order patterns 

- Bankruptcies 

- Consolidations/Chains 
~ Cigarette outlets 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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DIRECTIONAL GOALS AND CONCERNS 


How do we better utilize distributors? 


What role can they play? 

~ Selling 
~ Distribution 

- Display 

- Logistics, etc. 


What activities can they do better? 


- Sales Representatives full-time or part-time activity? 


Develop new business programs with them ... for our 
advantage in new business environment. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




PERFORMANCE INCENTIVE PROGRAM 


~ EFT + $2.00 (all customers) 

- Sales Information (selected accounts) 

- Distributor Assist $ (selectively) 


WHY CHANGED 


~ $6.00 to $2.00 > put $20 mm on bottom line 
- P. Morris Masters at comparable $ level per case 
~ Eliminate some $ ill-spent -- lack of performance 


DIRECTIONAL GOALS 
- Base > $2.00 +EFT $ 


- Stock new brands 

- Handle returns 

- Treat fairly 

- Distribution 


~ Distributor Assist $ - Target spending for 

"performing" customers 

- Gaining distribution or 
display 

- Logistics 

- Assist in accomplishing 
sales objectives 


~ Sales Information $ - Info for A.I.M. 

- Contract volumes 


Source: https://www.industrydocuments.ucsf.edu/docs/izhy0000 
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TOPICS ■■ Q&A 


- Distributor assist - value added 

- Allocations 

~ Case allowances 

- Damaged goods 

~ Sales Information program 

- Private label 

- Fairness 

- Promotions - promotional logistics 
~ SKU's - proliferation 

- Distributor budgets 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Full-Price Brand Strategies 


51847 4547 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



RJRT Full Price Business Units 


1994 Plan Overview 


RJRT mission is precise: 

★ Best earnings gain for 1994 in the Industry ($1.4 billion BUC) 

★ Hold/grow RJRT SOM 

Full Price Brands have the resources to accomplish RJRT goals; marketing principles for 

1994 are clear: 

★ Focus on CAMEL/Select 

★ Plan and execute effectively with promotional learning and field knowledge 

★ Stay flexible and expect plans to change—but not principles or RJRT mission 
Full Price resources allocated to maximize return: 

★ Invest in CAMEL/Select—maximize earnings on the rest 

★ Invest more in regions with highest demonstrated responsiveness/higher 
growth expectations 

★ Drive CAMEL/Select with business-building retail, direct marketing and 
advertising programs. 

★ Defend remaining brands primarily through direct marketing/co-marketing 
accrual funds 

★ Maximize account profitability 

1995 vision: 

★ Jointly developed Full Price regional plans—all regions 

Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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CAMEL 1994 Plan Overview 


f 

CAMEL marketing principles for 1994 will deliver SOFP gains: 

★ Build brand equity with "CAMEL News"—but at lower cost 

★ Combine advertising and promotion in the store for competitive advantage 

★ Focus on a few unique programs competitors can't match: 

. Joe’s VIP Club 

• Joe’s Catalog 

• Joe’s Place advertising 

• Smokin' Joe's Racing 

CAMEL regional resources are allocated by assessing three factors: 

★ CAMEL growth 

★ Marlboro development f 

★ CAMEL promotion responsiveness 

Five CAMEL heavy-up regions will have higher spending and greater share growth 
goals: 

★ Minneapolis/Chicago/Atlanta/San Francisco/Buffalo 

All regional plans should be customized to market/store level for maximum effect: 

★ Place offers where you can achieve highest incremental sales 

★ Promote when Marlboro is not 

A Maintain constant presence with Joe's Catalog/Smokin' Joe's Racing 

★ Flight buydowns/premiums 

★ Emphasize high potential styles—Box/Special Lights 

tn 

CAMEL's goal -> grow CAMEL share of full price +.5. S ^ 

m 

_Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO_ 



Select 1994 Plan Overview 


Select's role is key to RJRT: 

★ Establish line of WINSTON products that appeal to 21-34 adult Marlboro 
smokers. 

★ Invest behind Select to create growth brand for WINSTON. 

The Sales/Marketing team is on target to achieve this vision: 

★ Superior 1993 volume/share performance 

★ Excellent Marlboro adult smoker trial and conversion to Select 

Select's 1994 Plan will proceed in two phases: 

★ Sustain introductory effort through April with Challenge advertising and 
heavy in-store trial/presence/display 

★ From May forward, focus on competitive smoker conversion to Select: 

• Sustained in-store presence/promotion 

• Message beyond Marlboro comparison 

• Continuity program with conversion incentives 

Select will evolve message to "Select Times. Select Taste": 

★ "Select Times" are "Best Times" — "Weekends" 

★ "Select Taste" is "Best Cigarette" — "Perfectly Aged" 

Strong in-store support will be sustained for Select: 

★ 35% promoted volume with quarterly national promotions 

★ Buydown funds/work plan point-of-sale/PDI 

★ Four heavy-up regions will receive increased spending and shoot for higher 
share goals—Winston-Salem/Boston/Houston/Cincinnati 

Regional in-store plans should be customized to markets/stores: 

★ Promote in stores where you can achieve highest incremental sales 

★ Promote when Marlboro is not 

★ Maintain presence with Weekends/display/POS/price point communications 

★ Flight incentives—buydowns/premiums/BSGSF 

★ Growth style emphasis—Box? 

Select's 1994 goal -» to sustain success: +1.1 share of market 

Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOQ_ 
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WINSTON Base/SALEM/VANTAGE/ 
MORE/NOW 1994 Plan Overview 


RJRT's other Full Price Brands will be managed to maximize earnings through 
franchise-strengthening programs: 

★ Focus is on profitable franchise retention 

★ Relationship direct marketing/retail co-marketing accruals will be the key 
programs 

k Field Sales flexibility will be sustained throughout the year 

Relationship direct marketing is a proven tool to increase franchise retention: 

k Reinforces brand loyalty and sustained purchases 

★ Creates ongoing dialogue with franchise smokers 

★ Achieves positive economics 

Relationship direct marketing will be executed throughout the year to sustain franchise 
loyalty: 

★ Mix of value-added tactics will be utilized 

★ Quick response to major competitive thrusts will be implemented when 
necessary 

Retail defense will be managed through co-marketing accruals program: 

'k Maximizes field capability/flexibility to defend brands 
k Provides platform for co-promotion and partnership with retailers 

Retail programs should strive for positive economics with these "principles" in mind: 

★ Use low level promotion values 

★ Co-promote with retailer 

★ Promote when competition is not 

★ Promote in highly responsive markets/stores 
k Utilize price point offers/POS to gain competitive advantage 


Source: https://www.industrvdocuments.ucsf.edu/docs/izhyOOOO 
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Promotion Effectiveness 
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1. Promote CAMEL When Marlboro is Not. 

Gain more incremental volume over time by flighting promotion when 
competition is not there. 

2. Promote in Pack Outlets. 

CAMEL has a low incremental sales response in most supermarkets. 

3. Maximize In-Store Impact. 

Incremental sales response goes up significantly if brand presence is 
dominant. 

4. Get Retailers to Cost Share 

At new margins, more than 200 off a pack will likely result in profit losses. 

5. Heaw-Up Spending Where Growth and Promotion Responsiveness Highest 
Store by Store. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 






























OUTLET RESPONSIVENESS 


Spend where the upside is the greatest.... wherever you can get greatest 
response for least $ spent. This tends to be: 

e Low CAMEL share of Full Price 

e Larger Full Price NM Category 

- Low absolute Full Price price level 

- Smaller gap versus Savings 
— Absence of 3rd Tier 

* Larger Mid-Price versus Lowest 


DON’T DISCOUNT YOUR JUDGMENT 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 





















... Opportunities for Field Sales to generate P.V. outside the Marketing Plan. 


9 Multiple Pack Purchase Incentives 

- 2 Pack/3 Pack Blister Units 

- Convenience/Gas 

- Supermarkets 

• Temporary Displays (Non-Paid) 

- 30*40 Packs 

- New Distribution 

- Distributor Assist 

• Price Communication 

- Maintain FP Price Communication 

• Co-Marketing Accrual Program 
9 Retailer Co-Ops 

• Other 


SSSfr £.t?8TS 






















MEASUREMENT OF RETURN 


• Region SOFP tracking from MARLIN. 


9 Promotion response analyses (WINSTON-SALEM). 


9 Individual store response from store data. 


RJR Investment 
Per Carton 


Sales Increase 
To Break Even 


$2 

$1 


+60% 


+30% 



Lower with 
Retailer Cost 
Sharing 
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• Ail Other RJR Full Price: 

Learning to date indicates that CAMEL guidelines apply to all other FP brands. 

- In addition, WINSTON responsiveness to carton promotions in some super¬ 
markets. 


• SAVINGS: 

Work in progress, but several factors drive responsiveness: 

- Price communication 

- Promotion dominance 

- Flighted vs. full-time promotion (coupon/buy down) 
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13 9 4 S aving s Ob jec t ives 

1. Hold Share of Savings 


2. As profitably as possible 


3. Meet or exceed earnings 
while moving the business 
forward 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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99.4. S a yings Stra t e g ies 

Empbasisat-Beiail 

- Be price competitive 

- Clear price communication 

- Strong retail presence 

- Temporary/flighted promotion 






Re gional Plan Approach 

1. Determine best regional role 
to meet national objectives 


2. Determine best portfolio 
approach 


3. Develop tactical plan to meet 
1 and 2 
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. More efficient and effective 


. Less visible/counteractive by 
competition 

. Enhanced ownership/ 
accountability by Field 
Managers 

... our best bet at holding 
share as profitability as 
possible 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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FORSYTH PRODUCTS 


Objective 

. Develop partnerships with key 
retailers and wholesalers 

Key Strategies 
. Protection 
. Marketing plans 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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1994 Forsyth Products 
Operating Philosophy 


1. Identify potential partners 


2. RSM's/CAM's play active role 
in Forsyth 


3. Communicate Forsyth 
opportunities 


in 
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Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


Key Elements of Forsyth’s 1994 Plan 


. Standardized list pricing 

. Standardized off invoice/monthly 
payment 

. Share of category payment 
. Alliance program 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


jg J. O'fcLo LLrU'C. 



PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8' 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


compl.doc/1 
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Exceptions to Retail Masters 
_ Program_ 


Ingles 

171 stores, Black Mountain, NC 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 


compl .doc/2 
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ACTIVITY 


PM to place 2' x 3' sign on adjacent 
gondola end in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM has offered to place 2-5"x4 1< signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


.ucsf.edu/docs/jzhy0000 




COMPETITIVE ACTIVITY 


B&W 


ATC 


Lorillard 


compl .doc/3 


• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

. Currently advising retailers - no payment for NSS carton 

• No information 


U8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 

(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl .doc/4 
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COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8* 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


compl.doc/1 
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COMPETITIVE ACTIVITY 


Exceptions to Retail Masters 


Program 


Ingles PM to place 2' x 3* sign on adjacent 

171 stores, Black Mountain, NC gondola end in lieu of 50% canopy 

advertising requirement. 


Festival Foods PM to place clock away from carton 

17 stores, Omaha, NE merchandiser in lieu of 50% canopy 

advertising requirement. 

Bakers PM to place clock away from carton 

11 stores, Omaha, NE merchandiser in lieu of 50% canopy 

advertising requirement. 

PM has offered to place 2-5"x4" signs on 
security door in front of their product, in 
lieu of canopy advertising. 

Unimart RJR will maintain wrap PCD at primary 

453 stores, State College, PA register. PM PCD's in 2nd and 3rd position 

(per RJR CAM). 


Cub Food 

12 stores, Atlanta, GA 


compl .doc/2 
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B & W 


ATC 


Loriflard 


compl.doc/3 


COMPETITIVE ACTIVITY 

• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

. Self-Service Carton Outlets - approximately 25% reduction 
- Additional pack requirement 

. Currently advising retailers - no payment for NSS carton 

• No information 
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ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJ R Lost Presence 11 

Other 17 


(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl doc/4 




Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


compl .doc/1 £.f>8IS 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8* 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



COMPETITIVE ACTIVITY 


Exceptions to Retail Masters 
_ Program _ 

ingles 

171 stores, Black Mountain, NC 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


PM to place 2' x 3' sign on adjacent 
gondola end in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement 


Cub Food PM has offered to place 2-5 ,, x4" signs on 

12 stores, Atlanta, GA security door in front of their product, in 

lieu of canopy advertising. 


Unimart RJR will maintain wrap PCD at primary 

453 stores, State College, PA register. PM PCD's in 2nd and 3rd position 

(per RJR CAM). 


oompl .doc/2 


LLSb LVZXS 



Source: https://www.industrydocuments.ucst.edu/docs/jzr 


/DUIj 





COMPETITIVE ACTIVITY 


B&W 


ATC 


Lorillard 


compldoc/3 


. Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

. Self-Service Carton Outlets - approximately 25% reduction 
- Additional pack requirement 

. Currently advising retailers - no payment for NSS carton 

• No information 

* £1?8IS 




ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 


(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl .doc/4 


Source: https://www.industrydocuments.ucst.edu/docs/jzhyC 




6LSfr /.f-giQ 



COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


compl.doc/1 08Sfr Lb 81 S 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8* 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


/vw.industrydocuments.ucsf.edu/docs/jzhy0000 





COMPETITIVE ACTIVITY 


Exceptions to Retail Masters 
Program__ 


Ingles PM to place 2 ' x 3* sign on adjacent 

171 stores, Black Mountain, NC gondola end in lieu of 50% canopy 

advertising requirement. 


Festival Foods PM to place clock away from carton 

17 stores, Omaha, NE merchandiser in lieu of 50% canopy 

advertising requirement 


Bakers PM to place clock away from carton 

11 stores, Omaha, NE merchandiser in lieu of 50% canopy 

advertising requirement 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 


compl .doc/2 


T8Sf> AfrSTS 


PM has offered to place 2-5”x4" signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



COMPETITIVE ACTIVITY 


B&W 


ATC 


Lori Hard 


compl .doc/3 


• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

• Currently advising retailers - no payment for NSS carton 

• No information 




Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



ACTIVITY REPORTED TO COMMAND CENTER 



NASA 

SASA 

MWSA 

PMSA 

National 

No Decision 

66 

22 

103 

56 

247 

RJR Maintain Presence 

54 

34 

63 

63 

214 

RJR Gain Presence 

4 

12 

3 

90 

28 

RJR Lost Presence 

11 

17 

7 

15 

50 

Other 

(Cancelled by RJR, etc) 

17 

8 

0 

0 25 

564 

Chains reported 


corapl .doc/4 

E8S5- 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 



PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8* 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


.mdustrydocuments.ucsf.edu/docs/jzhy0000 





Exceptions to Retail Masters 
Proqram 


Ingles 

171 stores, Black Mountain, NC 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 

compl .doc/2 

98SI- LV 8TS 


Source: https://www.i 


ACTIVITY 


PM to place 2* x 3' sign on adjacent 
gondola end in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM has offered to place 2-5"x4" signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


.ucsf.edu/docs/jzhy0000 



COMPETITIVE ACTIVITY 


B&W 


ATC 


Lorillard 


compl .doc/3 


• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

• Currently advising retailers - no payment for NSS carton 

• No information 


Z.Ws 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 

(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl .doc/4 


L8SP LP8XS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8' 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


comp 1. doc/1 


88SE> it-STS 




Exceptions to Retail Masters 
Proqram 


ingles 

171 stores, Black Mountain, NC 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 

compl.doc/2 

68SP LZ8IS 


Source: https://www.i 


ACTIVITY 


PM to place 2' x 3 1 sign on adjacent 
gondola end in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM has offered to place 2-5"x4" signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


.ucsf.edu/docs/jzhy0000 




COMPETITIVE ACTIVITY 


B&W • Testing a performance based contract(B&Wvolume) 

• RJR regions with high B&W SOM at risk 

. Other regions - B&W payment will probably decrease 

ATC New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

. Currently advising retailers - no payment for NSS carton 
Lorillard • No information 


compl .doc/3 


06S1? LV 8X5 




ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 


(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl.doc/4 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyO 





COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


compl.doc/1 Z6S& Z.I-8TS 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8* 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




COMPETITIVE ACTIVITY 


Exceptions to Retail Masters 
_Program_ 


Ingles PM to place 2 f x 3 V sign on adjacent 

171 stores, Black Mountain, NC gondola end in lieu of 50% canopy 

advertising requirement. 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 


compl .docS 




PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM has offered to place 2-5"x4" signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


ww.industrydocuments.ucsf.edu/docs/jzhyOOOO 




COMPETITIVE ACTIVITY 


B&W 


ATC 


Lorillard 


compl .doc/3 


• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

• Currently advising retailers - no payment for NSS carton 

• No information 


’6Sfr Z.f>8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 


(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


cwnpl cfoc/4 


S6Sfr £t8TS 




COMPETITIVE ACTIVITY 


Cost Share 


Western Supermarkets 
12 stores, Homewood, AL 

F&M Drug 

123 stores, Detroit, Ml 
Kroger 

104 stores, Memphis, TN 


compl.docfl 965i.f’SIS 


PM has offered to use Flex funds for Cost Share 
charges (per chain buyer). 

PM has committed to chain to Cost Share for 8' 
of Flex (per chain buyer). 

PM and RJR alternate placements of carton 
merchandisers. No Cost Share in place since 
ownership alternate. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



COMPETITIVE ACTIVITY 


Exceptions to Retail Masters 
Proqram 


Ingles 

171 stores, Black Mountain, NC 


Festival Foods 
17 stores, Omaha, NE 


Bakers 

11 stores, Omaha, NE 


Cub Food 

12 stores, Atlanta, GA 


Unimart 

453 stores, State College, PA 


PM to place 2' x 3* sign on adjacent 
gondola end in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement. 

PM to place clock away from carton 
merchandiser in lieu of 50% canopy 
advertising requirement 

PM has offered to place 2-5 M x4” signs on 
security door in front of their product, in 
lieu of canopy advertising. 

RJR will maintain wrap PCD at primary 
register. PM PCD's in 2nd and 3rd position 
(per RJR CAM). 


compl.doc/2 


LGZt £i>8TS 




COMPETITIVE ACTIVITY 


B&W 


ATC 


Lorillard 


compl .doc/3 


• Testing a performance based contract (B&W volume) 

• RJR regions with high B&W SOM at risk 

• Other regions - B&W payment will probably decrease 

New contracts being presented by Field. 

• Self-Service Carton Outlets - approximately 25% reduction 

- Additional pack requirement 

• Currently advising retailers - no payment for NSS carton 

• No information 


65$ Z.$8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 




ACTIVITY REPORTED TO COMMAND CENTER 


NASA 


No Decision 66 

RJR Maintain Presence 54 

RJR Gain Presence 4 

RJR Lost Presence 11 

Other 17 

(Cancelled by RJR, etc) 


SASA 

MWSA 

PMSA 

National 

22 

103 

56 

247 

34 

63 

63 

214 

12 

3 

90 

28 

17 

7 

15 

50 

8 

0 

0 

25 



564 

Chains reported 


compl .doc/4 


665t> Z.t-915 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



1993 MERCHANDISING ENHANCED SERVICES ACTIVITY 



NCS 


Clock 


624 


4540 


John Poston 


SRS 


April 


April 


LIL Peach 


Y - Sign 


59 


1126 


Winston Wong 


SRS 


Feb 


Feb 


Christy's 


Y - Sign 


106 


1140 


Ray Lebrun 


CSPS 


May 


May 


Flash Food 


15x49 


150 


2742 


Ray Fox 


SRS 


April 


April 


Acme 


UPM 


150 


1340 


Jim Morris 


SMI 


April 


June 


Emro 


Survey 


1500 


6844 


Neal McCleary 


SRS 


June 


July 


Emro 


OPM 


1500 


6844 


Neal McCleary 


SRS 


Nov 


April '94 


Stater Brothers 


Wood Flex 


91 


5440 


Mike McCarrick 


SMI 


May 


June 


10 


BP 


OPM 


255 


1644 


Lori Macwiliiams 


RSI 


Nov 


Jan '94 


11 


Atlanta Test 


Service 


1500 


22xx 


Marty Arfman 


RSI 


April 


Aug 


12 


DC Test 


Service 


1500 


29xx 


Bill Roth 


Metrum 


April 


Oct 


13 


Wegman’s 


UPM 


38 


1640 


Royce McComas 


SMI 


July 


July 


14-92 


Circle K 


Package 


900 


5342 


Roger Cobb 


Eddy Asso 


May 


Dec 


14 


EZ Serve 


OPM Survey 


51 


4540 


John Poston 


SRS 


May 


May 


15 


Kroger 


Survey 


81 


2840 


Ron Germaine 


SRS 


July 


July 


15 


Kroger 


Flex Retrofit 


81 


2840 


Ron Germaine 


SRS 


Aug 


Aug 


16 


Ralph's 


Flex 


182 


5242 


Ted Thompson 


SMI 


Sep 


Dec 


17 


Venture 


Flex 


90 


4840 


Ray Calderon 


SRS 


Oct 


Oct 


18 


EZ Serve 


OPM 


51 


4540 


John Poston 


SRS 


Jun 


Jul 


19 


Lucky's 


Flex 


206 


5242 


Ted Thompson 


SMI 


Aug 


Dec 


20 


Phoenix Test 


Service 


400 


5334 


Sharon Harris 


Stratmar 


Aug 


Oct 


21 


Phar Mor 


Wood Flex 


28 


6640 


Tony Varde 


SMI 


Nov 


Nov 


22 


Winn Dixie 


End Cap 


50 


6842 


Duncan Muriey 


SRS 


Oct 


Oct 


23 


Tedeschi’s 


Y - Sign 


65 


1140 


Ray Lebrun 


CSPS 


Nov 


Nov 





Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


51847 4600 











































































































































































































MERCHANDISING ENHANCED 
SERVICES 1994 


» PLANNED ACTIVITY _ 

I. CIRCLE K 

II. EMROOIL 

III. PHARMOR DRUG 

• AVAILABLE SERVICES 
-REGION ASSISTANCE PROJECTS 

I. SURVEYS 

II. INSTALLATION OF FIXTURES AND SIGNAGE 

III. POS / PRICE CONVERSION 

IV. IN-STORE REFURBISHMENT 

V. SERVICE/MAINTENANCE 

• GUIDELINES 

I. UTILIZE AS PART-TIME SUPPLEMENT 

II. CHAIN SPECIFIC ACTIVITY 

III. IMMEDIATE ACTION REQUIRED 

IV. FIELD CONTACTS - R.O.M. AND C.A.M. 

V. REGIONAL CO-FUNDING OF PROJECTS 

VI. W/S CONTACT - DAVID COOK {910)741-6550 (FAX)741-7989 

- E MAIL DESTINATION - LAWSON P RJRT 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


51847 4601 










CHAIN HEADQUARTERS 
BY REGION/PRIORITY 


1/10/94 
2:29 PM 


DIV# 

AREA CHAIN NAME 

CID# 

PRIORITY 

SEGMENT 

# OF STORES 

1240 

NA 

GRAND UNION 

0206-00-00 

r 

1 

S 

100 

1240 

NA 

GRAND UNION 

0206-01-00 

1 

S 

288 

1242 

NA 

A&P 

0208-00-00 

1 

S 

643 

1242 

NA 

A&P METRO 

0208-01-01 

1 

S 

250 

1240 

NA 

QUIK CHEK 

0919-00-00 

2 

C 

96 

1242 

NA 

HESS 

0353-03-00 

2 

C 

420 

1240 

NA 

JAMESWAY 

0937-00-00 

2 

D 

120 

1240 

NA 

FOODARAMA 

1150-00-00 

2 

S 

27 

1240 

NA 

SHOP RITE 

1177-00-00 

2 

S 

27 

1242 

NA 

NATL FD STRS 

2712-00-00 

3 

C 

40 


Page 2 

S09fr Z.fr8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



CO-MARKETING PROMOTION ACCRUAL 
PROGRAM ADMINISTRATION 


- SIMPLIFY NECESSARY FIELD INPUT 

- AUTOMATE PROGRAM ADMINISTRATION TO EASE TRACKING BURDEN 

- UTILIZE EXISTING SYSTEMS WHENEVER POSSIBLE 

- REDUCES FIELD LEARNING CURVE 

- MINIMIZES INPUT ERROR 

- INTEGRATE TRACKING MECHANISM FOR CHAIN HEADQUARTER USAGE 

£09^ Z.fr8TS 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 



CO-MARKETING PROMOTION ACCRUAL 

FIELD SALES SUPPORT MATERIALS IN PROCESS: 

- CONTRACTS - PACK & CARTON OUTLETS 

- DETAILED IMPLEMENTATION GUIDELINES 

- HANDHELD & OFFICE PC PAYMENT SCREENS 

- TRACKING STATEMENT IN TPS 

- "SPECIAL OFFER" POINT-OF-SALE 

19" CANOPY CARD 
24" PKG. MERCH. CARD 
SMALL PASTER 
DB RISER CARD 


£.f>8TS 


Source: https://www.i 


ESTIMATED 
COMPLETION DATE 


ASAP 

ASAP 

1-Apr 

1-Mar 

1-Mar 


.ucsf.edu/docs/jzhy0000 



RJR CO-MARKETING PROMOTION ACCRUAL 
PROGRAM FLOWCHART 


_D ENTERS CONTRACTS IN S.I.S. 


■ TYPE.PLAN.ENOING date,etc. 

- ENTRIES POST TO MASTER LIST A PAY REGISTER 
• CODE PAY REGISTER POSTING AS ACCRUAL FOR DOLLARS (DO NOT PAY). 


• TYPES: 

■ PLANS/RATES: 


CMFPK 

CMFPKRJR 

CMFCT 

CMFCTRJR 

A/*24 

A/ $36 

B/ $36 

8/ $54 

8/$34 

8 ! $51 

C / $56 

C/$64 

C / $46 

C / $69 

D t $84 

D/S126 

or $60 

D/ $90 



E / $78 

E/$117 




>TEM POSTS CONTRACT ENTRY TO TEMPORARY PAYMENT SYSTEM IN ACCRUAL REPORT 

- ACCOUNT ACCRUES CO-MARKETING FUND BY MONTH. 

- NO PRE-SPENDING ALLOWED. NO ADVANCED PAYMENTS. 

. ACCOUNT ACCRUES ONE QUARTER TO SPEND THE NEXT QUARTER. 

- PROMOTION MUST BE PLANNED & EXECUTED THE QUARTER IMMEDIATELY FOLLOWING ACCRUAL 

- UNUSED ACCRUAL FUNDS WILL REVERT TO RJR. 

- TPS GENERATES TRACKING/AUDIT REPORT AT BEGINNING OF EACH QTR. 

- FIELD DESIGNATES REPORT LEVEL(SALES LEVEL.CHAIN I.D..S.I.S. #) 


>RQPR1ATE PAYMENT SCREENS OPEN IN TPS _| 

- SIXTEEN (16) PAYMENT SCREENS NECESSARY IN HAND-HELD(DRAF7) & OFFICE PC(VOUCHER). 

1Q94CMFW 2Q94CMFW 3Q94CMFW 4Q94CMFW 

1Q94CMFWS 2Q94CMFWS 3Q94CMFWS 4Q94CMFWS 

1Q94CMFC 2Q94CMFC 3Q94CMFC 4QS4CMFC 

1Q94CMFO 2Q94CMFO 3Q94CMFO 4Q94CMFO 

- W/S CLOSES SCREENS AFTER NOTIFYING FIELD OF CRITICAL PROGRAM CLOSING DATES. 


LD WRITES DRAFTS OR SUBMITS VOUCHERS AGAINST APPROPRIATE TPS SCREEN 

- SYSTEM POSTS DRAFTS & VOUCHERS TO TPS REPORT AS DEBIT TO ACCRUAL FUND FOR APPROPRIATE QTR. 


LD SALES NEGOTIATES RETAILER MATCH | 

- NEGOTIATED IN PROMOTION PLANNING CYCLE WITH RETAILER. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


51847 4605 


R.IR CO-MARKETING PROMOTION ACCRUAL 
TEMPORARY PAYMENT SYSTEM STATEMENT 

FIELD CAN SELECT BY CHAIN I.D.,SALES LEVEL(DOWN TO TERRITORY),OR S.I.S. #. 


1ST QUARTER-1994 

MONTH 

COMKTG ACCRUAL $ 

RJR MATCH $ 

JANUARY 

XXXXXXXXX 

xxxxxxxxx 

FEBRUARY 

XXXXXXXXX 

XXXXXXXXX 

MARCH. 
XXXXXXXXX 
XXXXXXXXX 

TOTAL IQ 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 1ST QTR FUNDS AVAILABLE 

RJR 1ST QTR PAYMENTS 

UNUSED 1ST QTR FUND BALANCE 




XXXXXXXXX 

(XXXXXXXXX) 

xxxxxxxxx 

2ND QUARTER-1994 

MONTH 

COMKTG ACCRUAL $ 

RJR MATCH $ 

APRIL 

XXXXXXXXX 

XXXXXXXXX 

MAY 

XXXXXXXXX 

XXXXXXXXX 

JUNE 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 2Q 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 2ND QTR FUNDS AVAILABLE 

RJR 2ND QTR PAYMENTS 

UNUSED 2ND QTR FUND BALANCE 




xxxxxxxxx 

(XXXXXXXXX) 

xxxxxxxxx 

3RD QUARTER-1994 

MONTH 

COMKTG ACCRUAL $ 

RJR MATCH $ 

JULY 

XXXXXXXXX 

XXXXXXXXX 

AUGUST 

XXXXXXXXX 

XXXXXXXXX 

SEPTEMBER 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 3Q 
XXXXXXXXX 
XXXXXXXXX 

TOTAL 3RD QTR FUNDS AVAILABLE 

RJR 3RD QTR PAYMENTS 

UNUSED 3RD QTR FUND BALANCE 




xxxxxxxxx 

(XXXXXXXXX) 

xxxxxxxxx 

4TH QUARTER-1994 

MONTH 

COMKTG ACCRUAL $ POTENTIAL 
RJR MATCH $ POTENTIAL 

OCTOBER 

XXXXXXXXX 

xxxxxxxxx 

NOVEMBER 

XXXXXXXXX 

XXXXXXXXX 

DECEMBER 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 4Q 

XXXXXXXXX 

XXXXXXXXX 

TOTAL 4TH QTR FUNDS AVAILABLE 

RJR 4TH QTR PAYMENTS 

UNUSED 4TH QTR FUND BALANCE 




xxxxxxxxx 

(XXXXXXXXX) 

xxxxxxxxx 


ACCOUNT EARNS ACCRUAL ONE QTR TO UTILIZE THE NEXT QUARTER. 

RJR RUNS ONE(1) PROMOTION PER QUARTER. 

UNUSED FUNDS REVERT TO RJR AT END OF SPECIFIED QUARTERLY PROMOTION. 


FIELD ENTERS PAYMENTS IN HAND-HELD(DRAFT) OR OFFICE PC 
(VOUCHER) SAME AS TEMPORARY DISPLAY PAYMENT. 

FIELD PAYMENTS POST TO STATEMENT ACCORDING TO H/H CODE. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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front-end sales and profits. 
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\our store is what we have in store for you at our Merchandising Display 
Laboratory in Winston-Salem, N.C. While you are here, you will see not only 
the latest innovative merchandising point-of-sale, but also how these fixtures 
will dramatically affect your total sales environment. 

Whether that environment is a convenience store or supermarket, 
our experts will help you design a complete merchandising program. Here in one 
location, promotion and point-of-sale can be integrated and viewed in a variety 
of store set-ups. Working in conjunction with your category managers, we will 
assist you in developing a program that delivers unparalleled sales impact 
and design flexibility to all your front-end products. 

Our Display Lab previews your merchandising needs without interrupting 
valuable time in your store, and features not only the most current merchandising 
fixtures, but also provides a glimpse into tomorrow. Our Lab offers a vision 
of where we think merchandising is headed. The best of tomorrow's 
opportunities are here for you to see today. 

Merchandising is the key to delivering your products' message. Nowhere is 
that fact better understood than here at RJR. 

Come see our store. We'll show you what we can do for yours. 



Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 





Come See 
What We Ewe 
In Store For You! 








Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


1994 National Sates Meeting 


Welcome to Winston-Salem for the 1994 National Sales Meeting! Please review the 
information listed below as well as your meeting agenda for information and schedules of the 
week. We look forward to an exciting and productive meeting. 


Name Badge 

Be sure to wear your name badge to all meeting functions. Your name badge will serve as 
your admittance to all meeting activities and will help us to maintain security throughout the 
meeting. 


Meeting Activities 

All lunches, dinners, general sessions and breakout sessions will be held at the Benton 
Convention Center. Breakfast will be at your hotel. Consult your agenda for details. Dress for 
Monday evening cocktails and dinner is jacket and tie. All other meeting functions are casual. 


Meeting Binder 

Please bring your meeting binder with you to all breakout sessions. Be sure your name is 
clearly written on the inside cover. You will receive materials at each breakout session for 
inserting in your binder. All materials in your breakout binder must be considered 
extremely confidential. 


Security 

Please keep security top of mind at all times. While in Winston-Salem, you will be listening to, 
discussing and receiving a good deal of confidential information. Please keep in mind and 
adhere to the following guidelines: 

• Do not leave any papers or materials behind at your breakout or general session meetings, 
including notes you may have jotted down. Dispose of any un-needed meeting notes or 
materials in your room instead of breakout or public area waste baskets. 

• When using public telephones, be careful that sensitive phone conversations are not 
overheard. 

• Be wary that conversations in planes, airports, lounges, restaurants, or any public area 
could be overheard by the wrong people. 

• Keep all valuables, both personal items and Company documents, property secured at all 
times. 

In general, be alert to proper security procedures and report any suspicious or unusual 
activities. Working together, we will have an outstanding and secure National Sales Meeting. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Breakout Session Guidelines 


• Each participant will attend six breakout sessions, three on Tuesday and three on 
Wednesday. There will be time for questions and answers at each session. 

• There will be six breakout groups, with each group mixed between sales areas, home 
office and accountabilities. Your group letter (A-F) is on your name badge. You will remain 
with the same group throughout the breakout sessions. 

• Each breakout session will last 114 hours. You will rotate to different rooms for each 
session. Consult your agenda for your breakout schedule. 

• All breakout sessions will start and end on time . It is critical that you begin and end each 
session promptly to insure the smooth and timely flow of all activities. 

• Please bring your meeting binder, which is enclosed, to all breakout sessions for note 
taking and collection of pass-out materials. 


Omni Sports Club 

The Omni Sports Club, located at 411 West 4th Street (walking distance from both hotels), 
offers extensive exercise equipment. Passes will be available at the RJR Registration desk on 
Monday, The Omni Sports Club's hours are 6:00 a.m. -11:00 p.m. 


Tobaccoville Tour 

A tour of Tobaccoville is scheduled for Wednesday afternoon, January 12. Please refer to 
the agenda for your departure time from The Marque Hotel. 


RJR Souvenir Store-Whitaker Park 

If you wish to visit the RJR Souvenir Store, shuttles will depart from The Marque Hotel on 
Monday, Wednesday and Thursday afternoons on the half hour. Refer to your agenda for 
specific times. 


Check-out Procedures 


The hotel registration desks in each hotel will open at 6:00 a.m. on Thursday, January 13. 
Room and tax and telephone charges will go to RJR's Master Account. You will be 
responsible for handling your incidental charges at check-out. 


Luggage- Departure Day 

A luggage holding area will be available in each hotel beginning at 6:00 a.m. on Thursday, 
January 13. You will be responsible for contacting the bell station to have your luggage 
brought downstairs to the lobby area. Gratuity for the bell staff for check-in and check-out will 
be handled by the hotel. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Transportation to Airport 


Refer to the schedule below for shuttle departure times on Thursday, January 13. Shuttles 
will be available at each hotel to transport you to the airport at the designated times. A travel 
coordinator will be available in the lobby area of each hotel should you have questions. 


Greensboro Airport Fliaht Schedules 

Shuttle Departure Time 

12:20- 1:00 p.m. 

11:00 a.m. 

1:05- 1:30 p.m. 

11:30 a.m. 

2:00- 2:30 p.m. 

12:30 p.m. 

2:35- 3:15 p.m. 

1:15 p.m. 

3:30- 4:30 p.m. 

2:00 p.m. 

3:45- 5:30 p.m. 

3:00 p.m. 

5:35 - & later 

4:40 p.m. 

W-S Airport Flight Schedule 

Shuttle Departure Time 

1:50 p.m. 

1:00 p.m. 


Buffet Lunch • Departure Day 

A buffet lunch will be available beginning at 11:00 a.m. on Thursday, January 13, in the 
hospitality area. 


Regional Operations Managers-Departure 

For the Regional Operations Managers attending the Merchandising meeting on 
January 13, vans will be available at each hotel to transport you and your luggage to the 
Reynolds Building at 11:30 a.m. The vans will remain at the location until 3:00 p.m. for 
departure to Greensboro Airport. Transportation back to your hotel will also be provided for 
those leaving at a later date. 


Source: https://www.industrydocuments.ucsf.edu/docs/izhyOOOO 
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SSS THREATS SSS 

Tobacco sales restrictions 
could hurt your bottom line. 

Call 1-800-862-2525 

L,______ A 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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$$$ THREATS 


It's a growing threaL Across the counay, an antbsmoking minority 
is pushing an to (ksoxyycwr cigarette sales. Look out for 

sales and marKetirg restrictions; threats like bans on cigarette 
displays and coupons. These actions can hurt your bottom line. 

We can help you protect your business. Call us as soon as you hear 
about local threats to cigarette sales. Tbgether we can defeat 
unnecessary government intrusions into business. 

Call RJR’s Business Watch 
Hotline — 1-800-862-2325 
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What is the Real Cost of 
the Clinton Health-care Proposal? 

One of the biggest costs of President Clinton’s 
health-care proposal is the loss of American jobs. 
In addition to job losses resulting from employer 
mandates in the proposal, increasing the federal 
excise tax on cigarettes by 75 cents a pack would 
have a devastating employment impact. 

Various studies and surveys show that 
employer mandates in the Clinton Adminis¬ 
tration’s health-care proposal would destroy 
between 2,000,000 and 3,000,000 jobs: 

■ According to a nationwide survey by the Inter¬ 
national Mass Retail Association, employer 
mandates in the health-care proposal would put 
1.9 million jobs at risk of being eliminated. 

■ Other studies predict job losses as high as 3.1 
million. 

Based on data compiled by Price Waterhouse: 

■ As many as 273,902 tobacco-related jobs would 
disappear — affecting every state in the nation. 

■ As much as $0 billion in tobacco-rolated pay- 
checks throughout the economy would be gone. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 


Some Facts You Should Know about 
the Clinton Health-care Proposal 


Most people would agree tliat America needs 

health-care reform. But many argue with President 

Clinton’s proposal. 

The Clinton Administration’s health-care 

proposal: 

■ Creates 105 new entities, agencies, commissions, 
councils and advisory groups, and expands 
responsibilities for another 47 groups. 

■ Adds a new 1.9% payroll tax. 

■ Does not guarantee choice of a physician. 

■ Rations health care if/when states exceed their 
budgets. 

■ Prohibits coverage beyond government-approved 
limits. 


■ Limits coverage for medicines. 


■ Requires doctors to prescribe medicines on a 
government-approved list. 


■ Costs $700,000,000,000 ($700 billion!) in new 
spending from 1994-1999. (That’s $64,000 per 
taxpayer!) 


51847 4621 
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Across Amanca, twsmess 
owners and managers are 
speaking out to stop 
government interference . 

If you run a business, you want to keep 
control over decisions that could affect 
your sales, the loyalty of your customers 
and the morale of your employees. 

Hut some private groups and government 
officials want to take decisions about 
smoking out of your bands. They are work¬ 
ing at the local, state and national levels to 
raise cigarette taxes and ban smoking. 

Many owners and managers have taken 
action to protect their freedom to do busi¬ 
ness as they choose. When such proposals 
threaten your business, you can gel help 
from Business Watch, a service of K.J. 
Reynolds Tobacco Company. The toll-free 
number is 1-800-862-2525. 


Prepared especially]or 
people in business willing lo 
make a slam!Jar freedom. 


Tobacco Company 


July 1 993 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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DO SOMETHING... TODAY! 


TAKING ACTION 


If you own or manage a business, 
you want to control decisions that 
could affect your business: your 
sales and profits, your customer loy¬ 
alty, your employees 1 morale. 

But on decisions about smoking, 
some special-interest groups want to 
take that control out of your hands. 

These groups propose steep increas¬ 
es in cigarette taxes, which could 
devastate sales ... inflexible smoking 
restrictions, which could play havoc 
with restaurants and others in the 
hospitality industry ... workplace 
smoking bans, which could depress 
employee morale in any type of 
business. 

These groups are pushing their 
agenda at the local, state and 
national levels. Business people 
must push just as hard to protect 
their freedom to conduct their affairs 
as they choose. . ’ . 

Speak Out for Freedom gives yob the 
action steps and information" you 
need to fight threats to your busi¬ 
ness. Put them to work today! 


“The right to be let alone 
[is] the most comprehensive of 
rights and the right most 
cherished by civilized men . ” 

—Justice Louis D. Brandeis 


Your business frmhm may depend on it! 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Political decisions about cigarettes and smoking can 
affect your business. When such decisions are pending 
in a city council, state legislature or the U.S. Congress, 
make your opinion known. These are the most effective 
steps you can take: 

Write to Your Officials 


The first thing you’ll need when writing to your officials is their 
addresses. You can usually write to local officials at City Hall. 
For names and addresses of state legislators and members of 
Congress, call your county clerk or bureau of elections. You 
can also caU the Action Line, 1-800-333-8683, to get names 
and addresses. _——» 

\~****"*^». l 

.-.--ssssr \ 
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To write an effective letter, Mow these guidelines: 

• Precede your official’s name with "The Honorable.” 

• Explain who you are and why you’re interested in an issue. 
For example, "I own a business in your legislative district, 
and this tax will hurt my sales.” 

• Keep your letter short. Stick to one topic a letter, and 
explain your position as simply as possible. 

• Keep your tone reasonable. Don’t be angry or abusive. 


Make your letter personal. For example, if you own a conve¬ 
nience store and you're contacting your U.S. Representative 
about cigarette taxes, talk about how that tax will affect your 
profits, your business, your employees and your family. 

Ask your official for a written response telling you how he 
or she intends to vote on the issue. 


Your phone can be your best friend in fighting propos¬ 
als that could affect your business. A last-minute call to 
an elected official as a vote nears could make a differ¬ 
ence in his or her position. Here are a few points to 
remember: 

• Refine your message to just a couple of lines. You 
may have to leave a message, and those two lines may 
have to do. 

• You haven't wasted your time if you don’t talk with 
your official. Just ask to speak to the appropriate staff 
member, or, if that’s not possible, to leave a message. 

• Briefly and politely, say what’s on your mind. 

• Ask the staff member or receptionist to leave your 
message with your official. 

• Ask for a written response from your official. 

Circulate a Petition _ 

A letter or phone call represents the voice of one per¬ 
son. But a petition represents the united voices of tens, 
hundreds or thousands of people. Petitions are a pow¬ 
erful way to make a point. 

To prepare and circulate a petition: 

• At the top of a sheet of your company’s letterhead, 
write or type your petition statement. Make it brief, 
simple and clear. For example: "We Oppose Any 
Increase In Cigarette Excise Taxes!” ‘ 

• Divide your page Into three columns. Label them 
SIGNATURE, NAME and ADDRESS.' 

• Make as many photocopies of the sheet as you think 

you’ll need. ■ . 

• You sign first. Ask your employees to sign. Then put 
the petition where your customers will able to add 
their names. 

• When writing to an elected official, include a copy of 
the petition. Save the original for fUture use! 




!R£TTf - 



Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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STEPS YOU CAN TAKE 


Make Personal Contact _ 

In making an impact on an elected official, there is no substitute 
for personal contact, It will impress on your official how strongly 
you feel about an issue. All of die people who represent you are 
accessible, from Congress to Gty Hall: 

Members of Congress 

You may have several opportunities to meet your U.S. 
Representative and Senators: 

• When visiting Washington, D.C. If you plan a visit to the 
nation’s capital, contact your officials’ offices as far in 
advance as possible to set up an appointment, If you're visit¬ 
ing while Congress is in session, you should be able to get in 
to see them. 

• In area offices. During holiday recesses and the month of 
August, many members of Congress conduct business in their 
state or district offices, Check die blue pages for your officials’ 
nearest offices, and call for an appointment. 

• At town meetings. Many U.S, Representatives hold public 
meetings as a way to find out what’s on the public’s mind. 

These meetings are a great place to get an official on the 
record on issues that concern you. 

State legislators 

If you’re visiting the state capital while the legislature’s in ses¬ 
sion, be sure to make appointments to see your state officials. 
Legislators in larger states may also have local offices and hold 
public meetings. 

In many states, however, being a legislator is a part-time job. 

The best place to catch up with your officials may be at their 
regular jobs, during normal business hours. 

local officials 

In most states, local governments have the power to impose 
broad restrictions on smoking in public areas and in the work¬ 
place. Some local government bodies have also considered pro- 
josals to restrict cigarette merchandising. And in a few states, 
ocal governments may also impose cigarette taxes. 

When local officials consider issues that may affect your business, 
go see them. In larger cities, they may keep regular office hours. 

In smaller ones, you may catch diem at their place of business. 

And when public hearings are scheduled on important Issues, be 
sure to attend and speak out! 


Write to Newspapers 

The letters column in your local newspaper gives you the 
opportunity to help build public support for your position. Your 
newspaper’s address is usually listed on the editorial page, 

In writing to a newspaper, use the same guidelines that apply to 
writing your officials, In addition: 

• State your position clearly in the first paragraph, and repeat it 
in dosing. Leave no doubt about where you stand. 

• Sign your letter, and include your address and a daytime 
phone number. The newspaper probably will want to verify 
that you wrote the letter. 

• Be sure to keep your letter short and to the point, Many 
newspapers won't print letters longer than 250 or 300 words. 

• If you haven’t heard from the newspaper within a week, con- 
tad the editorial page editor and ask when you can expect to 
see your letter In print. 

Involve Your Employees 
and Suppliers 

Your employees have an important stake—their jobs—In 
how well your business performs. If a political proposal threat¬ 
ens your business, it threatens your employees’ well-being, too. 
So get them Involved in the fight: 

• Ask them to write personal letters to their elected officials 
about issues that may affed your business and their jobs. 

• Ask them to sign petitions. If you have petitions out where 
customers can sign them, be sure your employees know 
enough about the issue to explain it to someone else. 

Those opposed to smoking have proposed raising cigarette 
taxes by as much as $2 a pack. That could be a sales disaster 
for retailers—and die people who supply them. So, if you’re 
in the retail business and cigarette taxes threaten, get your 
suppliers involved, too. Ask them to: 

• Write letters to their elected officials and to newspapers. 

• Visit elected officials at their local offices, or attend town 
meeting and speak up on important issues. 

• Get their employees involved writing letters, circulating 
petitions and attending town meetings. 

• Work with you to get the support of business and social 
organizations. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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f Alabama. 

.16.5 

Nebraska. 

.34 

- Alaska. 

. 29 

Nevada. 

.35 

f Arizona. 

.18 

New Hampshire 

.25 

| Arkansas. 

.34.5 

New Jersey. 

.40,' 

California. 

.35 

New Mexico. 

.21 

Colorado. 

.20 

New York. 

.56 

1 Connecticut... 

.45 

North Carolina.. 

.5 

Delaware. 

.24 

North Dakota.,., 

.29 

Florida. 

.33.9 

Ohio.. 

.24 

Georgia. 

.12 

Oklahoma.. 

.23 

Hawaii. 

.60 

Oregon.. 

.28 

Idaho. 

.18 

Pennsylvania. 

.31 

Illinois. 

.30 

Rhode Island. 

.37 

Indiana . 

. 15.5 

South Carolina.. 

. 7 

Iowa . 

. 36 

South Dakota.... 

. 23 


24 


13 

Kentucky . 

. 3 

Texas . 

. 41 

[ Louisiana. 

.20 

Utah. 

.26.5 

Maine. 

. 37 

Vermont . 

. 20 

I Maryland . 

. 36 

Virginia . 

.2.5 





Massachusetts 

.51 

Washington . 

.54 

Michigan . 

. 25 

West Virginia ,,,, 

. 17 

Minnesota . 

.48 

Wisconsin . 

.38 

1 Mississippi . 

...;. 18 

Wyoming . 

. 12 

Missouri . 

. 13 

Washington, D.C . 50 

Montana . 

. 19.26 





State tax rales as of July 1,1993 
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24<t/pack $3.3 billion 114,000 

$1/pack $11.3 billion 388,000 

$2/pack $22.6 billion 776,000 

Based on data compiled by Price Waterhouse 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Introducing the 
Best Way to 
Keep Ggarettes 
Out of the Hands 
of Kids. 


We all agree kids shouldn’t smoke. Now there’s 
a program, called “Support the Law.Jt Works!” 
It’s aimed at reducing access to cigarettes 
among persons under legal age. “Support the 
Law...It Works!” is a training and educational 
program developed by R.J. Reynolds Tobacco 
Company designed to help retailers comply 
with minimum-age laws. While focusing on 
cigarettes, the program is applicable to any 
age-restricted product. 


The Program 
Offers Free 
Materials. 

“Support die Law...It Works!” helps educate 
and train store managers and retail clerks by 
making available a wide range of materials free 
of charge. These materials, for use in training 
retail personnel or placing in-store for customer 
and clerk awareness, include: 

• Training Video 

• Instructional Brochure 

♦ Large & Small Posters 

* Backroom Reminder Sign 

• Cash Register Sign 
•Door Decals 
•Logo Buttons 

* State-Law Reminder Cards 
Many of the above materials are available in 
Spanish. 


Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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Why Kids Smoke. 

Government research and private studies agree that tliree 
major factors influence underage smoking. Peer pressure 
and family influence have been shown to be the major 
reasons why kids start to smoke. Access to cigarettes is a 
contributing factor on an on-going basis. Tliis is due, in part, 
to the fact that minimum-age laws aren’t always followed. 

All states have a minimum legal age for buying cigarettes. 
However, laws don’t work unless they’re supported. Studies 
show that compliance makes a difference. When retailers 
support the law, underage access can be reduced by 50% or 
more. And this means a significant reduction in underage 
smoking. 



The Key to Success 

is Education. 

“Support the Law..,It Works!” utilizes a variety of materials 
aimed at educating store clerks about how to support the law. 
Tliis program provides store clerks direction on: 

• How to spot someone who might be under legal age. 

• How to check identification properly. 

• How to utilize in-store materials to make supporting 
the law easier. 

With proper education and training, underage access to 
cigarettes can be reduced significantly. 


©1 993 RJ. REYNOLDS TOBACCO CO. 


A Community- 
Wide Effort. 


While “Support the Law...It Works!” is primarily 
focused at the retail level, it has community-wide impact. 
As such, law enforcement agencies, civic organizations 
and even concerned citizens can get involved. 

Many police departments and the United States 
Junior Chamber of Commerce have 
| endorsed “Support 

__ _ __ ^ ThelW’asan 

important tool for 
I W: <>' L I helping keep cigarettes 





out of the hands of kids. 
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At R.J. Reynolds Tobacco, we believe kids 
should not smoke. That’s why, with the help of 
educators, experts and parents, we’ve developed 
programs like “Support The Law”, 

We urge you to participate in tliis program. 
Through it you can show your customers and your 
community that you’re committed to helping stop 
underage smoking. 


Achieving the 
Desired Results. 

Your involvement makes a difference. Supporting age 
restriction laws results in a significant reduction in underage 
smoking. But it takes everyone's commitment. Let’s keep 
cigarettes out of the hands of kids. Remember, when we all 
Support the Law...It Works! 

For more information on how you 
call 1-800-392-8333. Or write to: 

“Support tlie Law” Program 
P0. Box 2959 

Winston-Salem, NC 27102-2959 




Source: https://www.industrydocuments.ucsf.edu/docs/jzhyOOOO 
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